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实验 1——实验 6 分别检验了预算偏差形成的动机前因、中介机制，以及个人花
钱习惯、解释水平、时间距离和社会距离在预算动机和预算偏差关系中的调节作




























































Despite the steady increase in income level in China during recent years, most 
consumers, however, still need to carefully manage their budgetary expenses on 
things such as housing, food, health care, and children's education. Therefore, to 
maintain a healthy financial status, people usually make budget plans for their future 
spending (Ülkümen, Thomas and Morwitz, 2008). However, consumers are not fully 
rational and they are unable to predict future income and expenditure accurately, 
which usually makes budgetary spending too high or too low compared with real 
expenditures. In particular, when providing people with more convenience, the 
emerge of new financial products and payment services such as Alipay and Yu Ebao 
also tends to trigger more irrational consumption and budget failures, which 
consequently leads to personal financial crisis and economic difficulties in future life. 
As a result, it is important to explore the psychological mechanism of consumer 
budget fallacy. More over, although some researchers have studied consumer budget 
setting and budget fallacy from the perspective of cognition psychology, few studies 
have explored the causes as well as psychological mechanisms of budget fallacy. In 
the limited studies on budget fallacy, most of the research focuses on the 
underestimate of consumer budget, with less attention being paid to the overestimate 
of consumer budget. 
Based on the theory of motivation, the theory of plan fallacy, and construal level 
theory, I explore the motivation and forming mechanism from the perspective of 
budget estimating by combing qualitative approach and quantitative approach. First of 
all, I document the existence of budget overestimating by adapting the approach of 
depth interview and coding analysis of grounded theory. By doing so, I summarize 
two most important determinants of budget fallacy— saving motivation and risk 
aversion motivation and derive the propositions on motivations and budget fallacy. 
After that, I derive the basic hypothesis on motivation and forming mechanism of plan 
fallacy based on theoretical and logical analysis, which were tested by experiments 
respectively. In order to conduct quantitative analysis, I define the concept of 
motivations and measure it by modifying the well-developed scale. From experiment 
1 to 6, we examined the motivational antecedents and intermediary mechanism of the 
budget fallacy. And we study the moderating effect of personal spending habits, 















and budget fallacy to build up the complete budget fallacy mechanism model. In the 
last two experiments, we studied the spillover effects of budget fallacy on 
consumption decision. We explore how budget fallacy in prior consumption 
experience motivates consumer to choose utilitarian products versus hedonic products 
and to choose price promotion versus premium promotion. 
In summary, I have four key findings in this dissertation. First, the primary 
motivations of budget setting are saving motivation and risk aversion motivation. 
Second, different motivations lead to different types of budget fallacy while consumer 
focalism plays a mediating role between budget motivations and budget fallacy. 
Thirdly, individual consumption habits, construal level, temporal distance and social 
distance have moderating effect between budget motivations and budget fallacy. 
Finally, I find budget fallacy has significant impact on following-up consumption 
decision. Negative budget fallacy (in which budget expenditure is lower than real 
expenditure) in prior consumption experience motivates consumer to choose 
utilitarian products versus hedonic products, and to choose price promotion versus 
premium promotion. 
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 第一章 绪论 
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中的一个重要问题。2015 年 12 月，中央经济工作会议指出：实施宏观调控，要
更加注重引导市场行为和社会心理预期，同时将“激发消费者潜力”和“防范化
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